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Project Summary:  This study includes five parts: a literature review about Enterprise 
Social Media (ESM), identification of social media apps that could be used to address 
operational problems in the Navy, focus groups of 142 18-29 year-old sailors and officers 
about their social media use, identification of social support derived from internal Navy 
Facebook groups, and analysis of MMOGLI crowd sourcing used by NAWCAD for 
strategic planning. Four faculty, one research assistant, one thesis student, and 42 NPS 
MBA students participated in the various parts of this research.  The findings of this 
study have wide-reaching implications for promoting “The Digital Navy.” 
 
Background and Problem Statement:  The Pew Research Center shows a dramatic 
increase in the use of social media across all age categories, but particularly among 18-29 
year olds.  While the US Navy has been experimenting with various social media tools, 
crowd sourcing, and mobile apps, we have much to learn about the nuances of these new 
media that might help us better communicate with today's junior sailors and officers.  
While we can learn from the corporate world about the importance of using social media 
and mobile apps in the workplace, we need to investigate the idiosyncratic ways that the 
personnel in the US Navy use and would like to use social media.  The purpose of this 
study was to learn more about the way that junior Navy personnel inhabit social spaces or 
how and why mobile apps might best be employed to reach particular organizational 
objectives. A study to investigate these issues would allow us to better understand the 
nuances of sailors' social media use.  For instance, how, when, and, why do sailors use 
various social media tools and apps?  What apps and social media might be most 
effective in the work environment?  What apps and social media are strictly social? How 
might we rethink traditional media practices for improved engagement among young 
sailors? 
 
PART I:  Enterprise Social Media Literature Review 
 
Purpose and Process:  The goal of the literature review was to examine the state-of-the-
art with respect to enterprise social (social media within organizations) and to 
differentiate it from social media that is used outside organizations. The review was 
predominately derived from the academic literature and private sector reports. 
 
Findings: 
1. Enterprise social media is on the rise.  Several organizations have developed 
proprietary SM systems to harness employees’ ideas, improve knowledge sharing, 
increase collaboration, and develop employee ambassadors. 
2. Different patterns exist for internal and external networks.  External networks often 
consist of strong ties (people they know well); internal networks more often link 
weak ties (they will call or meet with people they know well). 
3. ESM is dramatically shifting communication patterns and practices in organizations 
that use them well. 
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4. Analytics are useful in monitoring and shaping internal communication. 
5. ESM improves innovativeness, connectedness, and buy-in.  
6. ESM and productivity 
a. Many studies show an increase in productivity as network ties increase (e.g. 
source of innovation, improved collaboration). 
b. Social media can boost morale by improving social support and engaging in 
activities that can increase employees’ energy during downtime. 
c. Social media can be an important job preview and socialization tool. 
7. Social Media and the individual 
a. Even though the enterprise may “own” the social network, users expect some 
level of privacy (e.g. email).  Laws generally support the corporation; however, 
some individuals are challenging these rulings in courts of law. 
b. Individual motivations differ for using social media. 
c. Adult development theory helps us understand how SM dovetails with identity 
needs at different ages.  
 
PART II:  Enterprise Social Media Solutions to Navy Operational Challenges 
Purpose and Process: The goal of this part of the study was to examine opportunities 
and challenges of social media in the US Navy. Teams of 2-3 GSBPP MBA (GB3012 
Communication for Manager) students identified a persistent Navy problem and came up 
with a social media solution that would help solve that problem. 
Findings: Student teams identified these social media applications: 
 
PROBLEM SOCIAL MEDIA SOLUTION 
Lack of information sharing and 
collaboration across communities 
Virtual water cooler and other network 
ESM (e.g. GE’s Colab, TIBR, Yammer) 
Too many SM tools Milboard  (social media aggregator) 
Low morale, lack of transparency Twitter ESM (e.g. real time data 
distribution) 
Lost opportunity of gaining insights from 
junior sailors and officers 
Crowd sourcing (e.g. Whitehouse “We the 
People”; war gaming, humanitarian relief, 
policy consultation) 
Need for improved information 
dissemination and networking 
opportunities 
US Navy internal Facebook for use within 
Navy communities (e.g. Facebook @ 
Work) 
Improve recruitment of millennials Mobile apps to better inform millennials 
who are interested in joining the Navy 
Impromptu OJT is not documented and 
becomes lost institutional knowledge 
Apps to enhance rate-specific training; 




Lack of effectiveness in job assignments App-based Resumil to create a virtual 
marketplace for officers. 
Improve leadership development 3.6.0. app to solicit input from subordinate, 
peers, and superiors for leader feedback 
and personal development 
Time lost commuting App that provides real-time input from 
base services to estimate wait times, 
scheduling of appointments (“experience 
Disney”) 
Health care coverage during PCS move User-friendly app for locating PCM or 
scheduling medical appointments; online 
chat for Tricare customer; crowd sourced 
public review of patient service 
Physical fitness remedy Fitness tracking devices (e.g. Fitbit); host 
competitions to improve sailors’ overall 
health 
DoD travel complexity User friendly app to guide travelers 
through guidelines 
Liberty call improvement Apps for real-time information as sailors 
disembark (forbidden zones, timely return 
to ship) 
 
Recommendations for Further Research:  Create prototypes of apps, develop analytics 
to test effectiveness of the apps.  US Navy should consider less push of mandatory 
training and more interactive use of apps that allow sailors to input data and get 
information to improve operations. Use apps as a network platform; not a communication 
one-way channel. 
 
PART III:   Social Media Use by US Navy Junior Officers and Sailors 
 
Purpose and Process:  The purpose of this phase of the study was to identify the ways 
that junior sailors and officers use social media. In July and August 2015, Dr. Gail Fann 
Thomas and three of her colleagues visited two carriers and 2 amphibs that had recently 
returned from deployment in Norfolk and San Diego.  They conducted focus groups with 
4 different age groups, the youngest 18-20 and oldest 27-29. 142 participated in the focus 
groups - both enlisted and officers. The research team also conducted 15 one-on-one 
interviews with the ships’ COs, XOs, CCMCs and PAOs. 
 
Findings:  
1. Millennials rely on their smart phones for a multitude of everyday professional and 
personal tasks. Data from focus groups suggest that US Navy 18-29 year-old social 
media use reflects similar data from Pew social media use studies.  Personal media 
devices are an integral part of many millennials day-to-day activities (e.g. getting 
information, keeping in touch with friends and family, reading books and magazines, 
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keeping up with current events, listening to music, playing games, checking weather, 
doing school work, coordinating work, fitness, messaging, paying bills).   
2. Professional social media use and personal social media use are distinctly different; 
but personal social media use can impact morale and productivity at work. 
3. Four key considerations for social media use are OPSEC, Safety, Morale, and 
Productivity. OPSEC and safety must be first and foremost.  Morale appears to be 
closely related to internet access.  Strong differing opinions exist among middle 
managers about the relationship between the use of social media and productivity.  
Research primarily shows that there tends to be a positive relationship between social 
media use and productivity. 
4. There are significant generational differences in opinions about social media use that 
will complexify the management of this issue. 
5. Commands are missing opportunities to incorporate social media use as part of their 
larger command’s strategy. The research team saw little use of social media metrics 
or social media data mining activities. 
6. Millennials use social media in this order:  Facebook, Instagram, Snapchat, YouTube, 
and Netflix.  Their social media networks and the way sailors present themselves in 
these networks often vary by social media type.  Millennials connect with others on 
social media in this order:  friends, family, colleagues, brands, organizations, 
politicians. 
7. Through social media, sailors touch thousands of US citizens and are serving as the 
Navy’s brand ambassadors. 
8. Social media use and individual networks mirror adult development (e.g. 18-20 year-
old’s networks are very different than 27-29 year-olds’ networks.)  Most 18-20 year-
olds need strong social support when they first enter the Navy. 27-29 year-olds have 
built professional networks. 
9. COs, XOs, CMCs see an increasing demand from young sailors for internet access 
and social media use and are having to develop policies that are enforceable.  Many 
leaders are experimenting with different approaches that maximize OPSEC, safety, 
morale and productivity (e.g. MWR networks, policies that address access to social 
media). 
10. Social media use impacts a broad array of functions:  CO, XO, CMC, PAO, HR, 
JAG, IT, Personal security, Chaplain, Intel, Psychologist, Ombudsman, in some cases 
NCIS, FBI. 
Recommendations: 
1. Think strategically about how social media can be used to improve performance and 
increase morale. Current thinking is too focused on thinking about social media as a 
one-way communication channel rather than as a multi-directional influence network. 
One size will not fit all.  Tailor social media strategies to meet generational 
differences and various Navy platforms (e.g. ships, subs, aviation).   
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2. Find opportunities to turn communication upside down – social media is an ideal 
vehicle for “listening to the troops” and learning from their unique perspectives (e.g. 
RAD crowd sourcing experiment).  
3. Educate leaders about social media opportunities and challenges.  Many leaders are 
asking for assistance and advice. Sailors’ demand for internet is increasing, but 
leaders have limited knowledge about managing this issue. 
4. Engage the chiefs.  They will be central to these issues because they have close 
contact with enlisted and strongly influence them. Chiefs will make or break social 
media initiatives. 
5. PAOs and other Navy personnel need more formal education in social media, 
effective website development and social media analytics that focus on strategic 
objectives and stakeholder effects. Create proof-of-concept projects to demonstrate 
data mining opportunities for internal Navy social media. 
PART IV:  Analysis of Facebook Posts   
Purpose and Process:  The purpose of this part of the research was to address five 
research questions with regards to enlisted women’s and women officers’ Facebook 
group that is administered by the US Navy’s Office of Women Policy (OWP):  1)  What 
are the advantages, disadvantages, and limitations of the Facebook groups from an 
Enterprise Social Media perspective? 2) What are the advantages, disadvantages, and 
limitations of the FB groups as a platform for Computer-Mediated Social Support 
(CMSS)? 3) What categories of CMSS are being provided and solicited on the FB 
groups? 4)What are the most common topics in the FB posts? 5) What are the similarities 
and differences between the three FB groups?  Thesis student, LT Emily Allert, analyzed 
the FB data and conducted seven interviews with the FB administrators to identify the 
OWP’s objectives and to explore the types of social support provided by these FB 
groups. 
Findings:   
1. Facebook is a valuable tool for promoting social support for enlisted women and 
women officers. 
2. Members are able to connect anytime, anywhere. 
3. Facebook offers OWP a means for having their “ear to the ground” about Navy 
women's issues. 
4. Facebook is meeting many OWP objectives, but could be improved to increase social 
support for enlisted and officers.  
Recommendations and Suggestions for Future Research:  
1. DoD - Expand FB groups for other minority groups 
2. Conduct training for FB administrators 
3. Develop a strategy for FB groups 
4. Better advertise the FB groups 
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5. Ask members to act as geographic representatives (recruiting, vetting, mentoring, 
networking, meet ups) 
Future Research: 1) Expand data set – longer period of time, include responses, and likes. 
2) Interview sample of FB group members to identify strengths and weaknesses of the FB 
site. Make improvements to the site. 
PART V: MMOWGLI NAWCAD Strategic Planning Crowd sourcing  
Purpose and Process: The purpose of this phase of the research was to answer the 
research questions: How does crowdsourcing influence organizational strategizing? We 
used a case analysis of two approaches to strategic planning – traditional planning 
process and crowd sourcing planning process.  We conducted interviews with key players 
and analyzed archival data from traditional strategic planning effort and MMOWGLI 
crowd sourcing archival data. 
Findings:  
1. Traditional strategic planning processes are often limited to a small group of 
leadership. 
2. Output is often a strategic planning brochure that must be disseminated or cascaded to 
the rest of the organization. 
3. Enterprise personnel often have little buy-in and little understanding of significance 
of the priorities or the process by which they were determined. 
4. Crowd sourcing strategic planning involves a large number of personnel, both inside 
and outside the organization. 
5. The command gets many people engaged and is able to work across silos. 
6. Anonymity gives people freedom to share their ideas without fear of retribution.  
7. Crowd sourced strategy creates a massive database of ideas, but also a large amount 
of data that must be managed. 
8. The crowd sourcing tool can be designed to identify actionable plans. 
9. Crowd sourcing requires significant resources in planning and managing the process.  
Recommendations for Future Research: 
Conduct social and semantic network analysis on crowd sourcing data to better 
understand the dynamics of open strategy.  Conduct further analysis of crowd sourcing 
Navy sites to identify intellectual resources that personnel bring to the Navy.
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